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With the reverting trends, emotional branding has emerged as a highly influential key of success 
for the marketers while managing the brand image. To construct deep, experiential and affective 
bonds between brands and consumers, the approach of emotional branding is to become 
consumer centric, mutual and story-driven. Supporters of emotional branding declare that this 
high degree of consumer passion is very rare, if ever it can be refined through sane arguments 
about the tangible benefits or even the petitions to the representative benefits such as status or 
sharp self-esteem. 

Among marketers, the branding which has interpersonal, participatory, physical, social and 
affecting view of consumers brand relationship is gradually indicating as a center of sustainable 
competitive advantage. However, there were only cognitive theories of consumer insight earlier 
but now the brand management paradigm incorporates various concepts and recommendations 
that are related to the emotional branding paradigm. 

However, there is a risk of cultural backlash to the brand image when firms are exposed to 
consumers through emotional branding strategies. A cultural backlash to the brand image 
happens when disapproving images and stories are circulated in a popular culture about a brand 
because of loosely organized networks of consumers, competitors, bloggers and critiques. With 
time, these criticisms and imitations can combine into a large set of opposing meanings that has 
achieved competitive edge through emotional branding strategies. From a conventional brand 
management point, the leading question is about these brand imitations and criticisms that 
actually hurts a brand's image. So, should the firm take an appropriate action to challenge them? 
The answer is certainly, organizations sometimes pursue aggressive legal measures against 
people who develop or dispense such imitations of the brands advertisements or logos. This is 
due to a kind of brand management myopia that overlooks strategically important consumer 
insights. 

In the past, so many big brands have gradually fallen from being at the top and had to struggle to 
regain their former glory. Some renowned market-driven brands which went from epitomes of 
marketing excellence to plagued icons losing their territories to competitors are McDonald's, 
Levi's, Disney, Kodak, AT&T, Coca-Cola, and the Ust still goes on. In these cases, brand image 
associated problems are credited to companies faiUng to follow the tried and true principles of 
comprehensive brand management, which are relevance and consistency. But to a certain degree 
these two normative principles leave a doubt that has to be understood by brand managers and 
needs to be settled through a very delicate balancing act. 

To compensate the created gap an action plan has to been devised for marketers to protect the 
emotional branding investment. Firstly, the brand managers have to closely monitor the culture 
for the signs that when could the brand begin to develop negative brand image. Secondly, they 
need to identify and study people to whom these imitations would stimulate different kinds of 
brand evasions. Now it leaves with a last challenge that the brand managers should make 



revisions to their emotional branding story while it is still undertaking its marketing objectives 
and before it goes sour and hastens a full blown branding crisis. 
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